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Umesh M Awannvar

BENGALURY, DHNS: Given
very stiff competition from its
South Asian neighbours, India

free access 1o EU, and subse-
quently to the US, as they are

kets, garment makers feel.
- Talking to Deccan Herald on
the sidelines of the Fabric and
* Accessories (F&A) trade show,

Sri Lanka and. Pakistan) Atul
Ujagar said, “Indian apparel
exports are roughly around
- $17 billion which is less than

needstofocus on getting duty-

two of the biggest export mar- -

Nike Country Director (India,

the _texnle, yarn, and cotton ex-
ports which amounts to
around $20 billion. Together,
textile and garment exports
are ataround $37 billion.”
Other countries are actively

working on “free trade agree- -

ments which would help their
apparel be allowed ‘duty-free’
into developed countries.
‘The textile and apparel in-
dustry is strong, and given am-
ple support, it would-emerge
as one of the fastest growing.
The government should be

much more aggressive on se-’
curing duty-free status to.

open up the EU and US mar-

Atul Ujagar

kets,” he said. _
He said the mdustry em-

makes it one of the top three

employers. “We are not able ;
to realise the full supply chain -

value which we should smve
for,” Ujagar said.

He said India has a very
competitive labour rate com-
pared with other South-east
Asian countries — in fact one

Apparel industry bats for duty-fre

Wants govt 0 prise open EU,
US markets usmg FTAs

- of India’s core strengths is-its
' cost-competitive
. ploys 45 million people which

to be a dedicated focus to im-
prove India’s productivity, he

- said.

He said even neighbours

Bangladesh and Sri Lanka fare,
better asthey have abetterand .
" It is unfortunate that the gov-

productive labour pool.

“labour:
Where welag behind isin pro-.
ductivity and efficiencies in -
manufacturing. There needs

" He feels Sri Lanka has the
edge in infrastructure in terms
of manufacturing set-up, pow-
er, roads, ports, besides gverall
efficiencies. Bangladesh too
enjoys similar advantages in
labour and infrastructure, he

has just a 2-3 per cent share of
the $700 billion global apparel

;_and textile trade.
Arvind. Lifestyle Senior
Vice-President Anindya Ray: -

said, “In China, the govern-
ment actually provides a plat-

form for buyers throughhuge

exhibitions. It is an ongoing
process throughout.the year.

- After agriculture, our industry

is the second largest employer.

"We employ right from un-

skilled labour to skilled labour.

SS

ernment is not trying its best- |
to help our industry.”
“Without governinent sup-
port, this industry will become
a dying industry. We have been
placed with our backs against

- the wall. We export around $17
said. According to him, India -

billion, whereas = tiny

- Bangladesh exports around

$24 billion. Just'to give pér-
spective, China’s exports are |

‘around $65 billion,” Ray said.

“Despite the fact that every-
oneistalking about China, that

.country is becoming expensive

and people want to-move out:.
The fact is'‘that this industry

.has grown in China, and is still

growing. But even if thereisa
one or two per-cent shift away
from China, we are notin apo- '
sition to make use of it owing-
to the lack of infrastructure.”
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‘Mafatlal Slaps Legal
Noticeon 300 Firms
F_or LogoMisuse

OurBureau

Mumbai: Mafatlal Industries has ¢
served alegalnotice on over 300 busi-

" niess concerns, including fabricman-
ufacturers, distributors and dealers, .
for trademark infringement. The
flagship company of Arvind Mafat- -
1al Group has said that using Mafat-
lal brand and its logo with a prefix or
suffix amountstoinfringementof its -
copy rights. The legal notice was is-
sued between March s and 12. ‘

“The company hasplanned strictle-
gal action in the nature of civil and
criminal proceedings against them -
to stop misuse of using Mafatlal-
Trademarks & logos and manufac- -
turing/marketing of spurious
goods,” said Raghunath MB, presi-
dent, sales & marketing, at Mafatlal

“Industries. “In many places, we
found that manufacturers are misus-
ing "Mafatlal" trade marks in styles
and fonts registered by Mafatlal in-

" dustries, which are limited with suf-
fix or prefix to ‘Sungrace' and ‘Stan--
rose' names over and ahove some
otherrames.” ‘

Founded in 1905, Mafatlal Industri-
es has two manufacturing units in
Navsari and Nadiad in Gujarat. Ac-
cording to the notice sent to many
process houses and merchants in
Gujarat and Maharashtra, “The use
of the sald MAFATLAL/ ‘Mafatlal
Suitings’/ ‘Mafatlal Fabrics’ Trade-
marks upon your products in prefix
or suffix to ‘STANROSE’ or ‘SUN-
GRACE’ or any other name is in vio-
lation of our Clients’ exclusive pro-
prietorship in the said trademarks.
Suchuseby youamountstoan infrin-
gement of the said MAFATLAL
Trademarks / ‘Mafatlal Suitings’/
‘Mafatlal Fabrics’ under the Trade
Marks Act, 1989.”



PRESS INFORMATION BUREAU

EERCCEL

GOVERNMENT OF INDIA

ARG WXBR

Hindu, Delhi
Monday 16th March 2015, Page: 2
Width: 12.68 cms, Height: 22.91 cms, a4, Ref: pmin.2015-03-16.42.14

eets rest

Products from East Northeast up for grabsf(f- |

Staff Reporter

NEW DELHI Handcrafted prod-'

ucts, textiles and traditional
crafts from  Odisha, West

Bengal, Meghalaya, Manipur,. .

Nagaland, Tripura and As-

sam are on sale at the Dastkar -

Purabi festival being held at
the Nature Bazaar.

The bazaar has an eclectic
mix of products ranging from
colourful shawls and table
mats from Nagaland, bamboe

- weaves from Assam, and ter-

racotta and Meenakari jew-
ellery from West Bengal to
paintings done on Tussar;
palm leaves and Pattachltra
from Odisha.

Hand-woven khadl, versa- -

tile ikats and vibrant kantha

embroidered sarees, dupat-
tas and stoles; sturdy tribal

weaves from Manipur, along
with luminescent eri and mu-
ga silks hand-woven by the
Bodo tribe of Assam and tra-
ditional sarees by ‘weavers
from Odisha and-Bengal are
also available. oy
Sanjukta, a designer brand
shows how the humble gizm-

cha and lungi metamorphose,

into trendy garments and ac-
cessories. The stall has on of-

fer free size garments 'for-
womern, jewellery and sarees'

made out gumchai. Tt is'an

attempt to bring these two:

fabrics back imto the public

imagination, and restore: a
-measure of respect for the

troplc—frlendly N cotton
fabrics. :
.. Another young brand Dak-’

t1 which works with the craft
sector.of Meghalaya, is show-
casing weaves — the most
widely practlsed form of craft
— done using mediums like
bamboo, cane, silk, pineapple

fibre and.cotton. The stall al-

so offers carving in wood and

‘stone, and black pottery..”

".Dastkar founder. Laila

' Tyabjl said the Northeast and

Eastern India hold many cul-
tural riches that are compar-

 The Dastkar Purabi festz'val being héld at the .

Nature Bazaar at Andheria Modh, has an eclectle
mix of products from Nagaland, Meghalaya Assam
Manzpur, West Bengal and Odisha.

atively little khovmn
compared. to States like Guj-

.arat'and Rajasthan,”

“From _the drama of the
bold red, black and white tex-

- tile motifs of the Northeast to-

‘the delicate woven mastery
of the bamboo basketry and

-mats of West Bengal, the
-crafts of eastern Tndia have a
subtlety, skill and . cultural

resonance worth exploring,”
she says and hopes the Purabi
show will become an annual
‘event. ‘ : S
- There will " be ~ Gotipua |
dance performances.. (Od-
isha) on March 20, 21 and 22.

- The bazaar is located at Kisan
Haat, Andheria Modh, near

“Chhatarpur Metro Station. It
ends on March 23.

i




PRESS INFORMATION BUREAU
EERCCEL
GOVERNMENT OF INDIA

Business Line, Delhi

AR WXDBN

Monday 16th March 2015, Page: 4
Width: 26.50 cms, Height: 15.66 cms, a4r,

Not much loved

,Unlrke peers the company has not been able
to capitalise on ltS brands

, 'BHAVANA ACHARYA °
The women’s segmient makes up

about 60 per cent of the overall
. domesticinnerwear market. Lov-=
" able Lingerie’s premium ‘brand =
Lovable commands a good 28

per cent share of the premium:

innerwear market. Also present -

at lower price points with brand
Daisy Dee, the company has ac-
cess to a wider consumer base. [t
‘is among the few established na-
. tional innerwear brands:
- But the company has not been
able to capitalise on its brand
strength, with consumers cut-

ting back on spending. Sales .

-.growth has been in single digits
for eight quarters now.

On the other hand, peer com-
pany Page Industries has,
through diligent price hikes and
successful  broadening of its
product basket, kept sales grow-
ing at above 20 per cent in this
period. . Maxwell ~ Industries,
which retails brands such as VIP
and Frenchie, also managed bet-
ter growth than
Lingerie.

The Lovable stock, with trail-
ing 12-month price-earnings
multiple of 32 times, is ata 57 per

Lovable-

“cenit discount to Page. But this
- discount is justified in the light
‘of its ‘poor performarice and

smaller size — Lovable’s revenue
is almost a tenth of Page’s. Lova-
bies valuation is also above its

“own historical - three-year aver- :

age-of 27 times.
Investors can sell their hold-

ings in the stock; those who ~

bought it on our earlier récom-
mendation in 2013 stand to

make an absolute proﬁt of 26 per

cent.

Growth slows

Lovable Lingerie . is present

" across price points through the -

Daisy Dee, College Style and Lova-
ble brands. The Lovable brand ac-
counts for about 60 per cent of

- revenue. Though the essential

nature of innerwear does offer
some protéction, the company

‘does not seem to have made the

most of it, compared with peers.

From the March 2013 quarter
onwards, revenue growth has
been in a band between 4 and 7

per cent. This is significantly be-

low the 1517 per cent growth in
the quarters before.
One reason was-that, to draw

in wary consumers, Lovable de-

sisted from hiking product pric-
es-in 2013-14, even as the cost of
cotton and synthetics were tis-
ing. That the company simulta-
neously cut advertising and pro-
motional costs in the 201314

- fiscal didn’t help either.

Raw material cost, as a propor-
tion of sales, rose from 39 per
cent in 201112 and 2012-13 to 43
per cent in 2013-14. Staff costs al-
so rose.

Reduced ad-spend. and other

-income helped maintain operat-
~ ing ‘profit margin at the average
20'per.cent for that year. For the =
nine months to December 2014 . -
" too, the raw material-to-sales ra-"
“ tio rose. But with no cutbacks in
other expenses,  profit ‘margin‘
fell 3 pércentage’ points to 154"
per cent. Capacity -expansion,"

funded through proceeds raised

from Lovable’s public offer in -
2011, led to higher depreciation

outgo. With slower sales as well,
net profit grewatalow 5 per cent

in 201314 and fell 11 per cent for -

the nine months to December

2014,

" Yet to take off

The company’s feceivables are a)-

so mounting, up 82 per cent at-’

end-December 2014 compared
with the year-ago period as the

Ref: pmin.2015-03-16.38.22

company faced trouble in its dis-

tribution channel.

+/The company has since under-
taken some price hikes to: com--
“-pensate for higher cost of mate-
rial'and labour. But input prices
are now declining as excess sup-""
‘ply weighs on cotton and falling
“erade  oil

makes
cheaper. The company may not,

“therefore, be able to raise prices
enough toexpand growth. While

“profit margin could improve, a
-strong underlying sales growth
is required for sustained per- .

formance. ;
Lovable plans to focus more

. on the premium end of its prod- .

uct range to boost growth and

synthetics -

“‘margins, but this strategy may '
‘take some time to pay off. Italso” -

signed a licensing: agreement

“with Adidas late last yearto pro< (ma,"(ef‘OfVlP and

: ‘Frenchie brands)in

duce and sell the brand for three

years. But here too, as there-are’

already  ‘many- other - licensed

players ' ‘retailing: the - Adidas
brand, the agreement may not~ “*
©:give the 'company an edge over'
‘peers: Lovable may also need to.
.. Step ‘up promotional spending
“which'can weigh’on margins. :

. The company. still has 50

crore left from its public issue
proceeds; half of this was ear

marked for a joint venture in-
vestment which has not yet ma-

“terjalised.

High valuation-

# Slowing growth ‘
# Concentrated product

segment

_-Theplanned-
- amalgamation of
ovable Lingerie and

.. Maxwell Industries .

“Lovab

T340
return 4%

MAR14, 14

MAR 13,15

450

a0
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TEALERDD O
IMPORT DUTIES

New Delhi, 15 March: Repre-
- sentatives from South Indi-
. -anMills Associationmet tex-
- tileminister Santosh Gang-
war .and sought reduction
inexciseand importduties
while pitching for higher
fund allocation.

. “Itisessential to reduce
the Central excise duty on
man-madefibre from 12 per
cent to six per cent on par
with cotton and also remove
the five per cent import
duty and four per cent spe-
cial additional duty.

“Thisistoenable Indian
textile industry to achieve
asubstantial growthratein
the markets of man-made
textileproductsasthisseg-
ment has not achieved any

- growth rate over aperiod,”
South Indian Mills Associ-
ation chairman T Rajku-
mar said. |
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Textile industry seeks lower duties

Representatives from South Indian Mills Associa-
tion met textile minister Santosh Gangwar and
sought reduction in excise and import duties
while pitching for higher fund allocation.
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The world of
collarscan
confuse even shirt
connoisseurs.
These pointers
can help you
decide which one
to pick for your
workplace and
what to avoid on
a night out

ILLUSTRATIONS BY RAAJAN/MINT

PHOTOGRAPHS BY PRADEEP GAUR/MINT; SHIRTS COURTESY
PETER ENGLAND/ALLEN SOLLY/VAN HEUSEN/16 STITCHES

By P.S. BHAVANA

he cotrect collar is a sign of a man's

good taste in clothing, says Bengaluru-

based Tejinder Singh, chief operating
officer of Arvind Internet Ltd, which
launched Creyate, an online bespoke tailor-
ing venture, last year. Arvind Internet Lid is
the online arm of textile and branded apparel
maker Arvind Ltd.

A good collar not only\ grips your neck per-
fectly, but also drapes and falls precisely.
Picking the right collar type for an occasion
isn’t always easy.

For starters, the fundamental rule while
selecting collars is to stay away from droopy
ones, says Mumbai-based Punit Chokbani,
founder of online portal 16 Stitches, which
allows you to design your own shirt.
Chokhani says there are probably a zillion
collar styles but it’s better to go with crease-
free and upright (stiff) collars.

The most common collars available, he
says, are the button-down, spread, wide-

spread, bainded and wing tip.

Vito Dell'Erba, creative director of worsted
fabric manufacturer Raymond Ltd, adds
point, fullfcutaway, semi-cutaway, Mandarin,
penny bution-down and Peter Pan to this list.
Mumbai-based Dell’Erba stresses on the
importance of keeping the occasion, your
jacket and; shirt fabric in mind while selecting
the collar! “For example,” he says, “a tweed
jacket looks good with an extreme cutaway
collar, and power suits (stiff office suits with
sharp cut$ and wide shoulder pads) with a
chairman gollar”

Akshay Narvekar of Bombay Shirt Co.
(BSC), an jonline bespoke shirt brand, says:
“The construction of the-collaris extremely
important. This means that the quality of
the interlining used in the collar should be
a perfect 'mix of volume and- pliability. It
should neiither be too stiff, nor too soft,” he
says. At BSC, collars are segregated into
14-15 typgs according to shape, and have
quirky names like Prince Charlie, Mad
Men, Evij Pandit and Hipster. Mumbai-

traditional collars tend to be more pointed

and are worn with a tie, while-wider collars .
are more versatile” While choosing collars,

go for a style-that suits the shape of your
face. “The thumb rule'is—a wider collar for
a thinner face and a pointed collar for a
wider face,” says Narvekar. - -
Bengaluru-based Jayanth Gurumurthy,
head, design, Allen Solly, slots collars
under two heads—business and- casual.
The business collars, he says, are more
conservative and come with formal shirts
(that bankers and stockbrokers swear by).
They are forward-point, medium-spread,
contrast, formal button-down, and two-

button (at the band). The casual collars, -
on the other hand, are fashionable varia- .. :

tions of these styles. They are button-

down, club, wing tip, narrow or slim, and

band or Mandarin. .

Write to us at businessoflife@livemint.com

" based Narvekar explains: “The fjfpes differ GET !T : ﬁﬁ?
based on the angle of the collar. In general, - .: S im v Sl

:We asked some sought-after brands to list
¢ their collar riles

: P While trying acollar; adopt the one-finger rule. if you can fit
¢ onefinger comfortably between the collar and your neck, it’s per-
i fect. If the gap is more, say, two fingers, the collar’s big for you
& P> Ariother way to know if you are going for the right fitis to lay
;.. out the shirt and measure the distance from the centre of the
3" collar button to the outer edge of the buttonhole. Ideally, it
¢ should be half an inch more than your actual neck size
B The collar’s tips and outer edge should be covered by the
blazer or suit jacket’s lapels. To ensure this, always fit your dress
i shirts and button-downs before fitting your jackets and blazers.

i+ —Karunesh Vohra, creative director, Louis Philippe
» Flaunt perfect collar points for a proféssional and sharp look
: P While storing shirts, always use collar stays (sticks, bones,

: knuckles, tabs or stiffeners).

__Vani Kannan, creative director, menswear, Van Heusen

Button-down

It was invented for polo players, to keep the coltars from flap-
ping, and has its roots in the oxford button-down shirt. This
evolved yet traditional version (with a softer roll) works best
for lunch or weekend dates with or without a tie. To give @
more dressed-up look, wear it with a slim tie. It goes well with
loafers and chinos too. It suits round or wider face cuts. Avoid
wearing it with a double-breasted suit. The buttons should
always be fastened.

Spread g

The term refers to the width between the collar points. It
should be worn with a farger tie-knot (full Windsor or Shelby).
The spread should always be proportionate to your face. If you
have a wide or big head, avoid an extremely narrow or wide col-
lar spread. The spread’s cousin s the Abbreviated Spread, a
sporty version, which is meant to be worn without a tie an
with the top butten undone. - .

it is a versatile collar that works both in professional and
casual settings, and with a variety of tie-knots and sizes.
Ideally, however, it goes better with larger tie-knots (half
and full Windsor). It looks perfect undone (a button or two)
under a jacket. It emphasizes the width of the neck, so wear
it if you have a slim and long neck. It counterbalances nar-
row or slim face cuts and features.

This short, unfolded stand-up collar (also referred to as Nehru,
military or Chinese collar) is perfect for occasional wear. It is
quite fashion-forward, or non-conformist. it is not worn with a
tie, but is teamed sometimes with a suit for formal events.

!
i
i
§

i
L

effect on,men with medium to wide face cuts.

how ties as well. [t can be worn with a suit and tie, or unbut-

Forward-polat

This is a classic collar that graced military-jssue dress
shirts from World War | Because of its narrow spread
(width), it goes well with a four-in-hand tie-knot, and with
small and medium tie-knots. It is also described as a
straight-point or narrow-point colfar. It has a slimming

Point coller

This is a classic and one of the most cormon turn-down col-
lar styles. Although it is similar to the English spread (collar
points in both are exactly the same inlength), there are con-
structional differences in the spreads—the English spread is
wider. Ideally, a point collar can be teamed up with any for-
mal suit for most occasions, and works well with a four-in-
hand tie-knot. Its downward collar tips or points make the
wearer’s face appear a tad longer.

Wing-tipped

This s an extremely formal collar worn for black-tie events
with a bow tie (tuxedo, dinner suit, cutaway suit or morning
coat). It is starched and short, with wing-fike tips that point
outward horizoritally, The wings are always tucked behind
the bow tie.

This sth‘f~ and formal édllar is a staple. It looks good with a
well-pronounced Windsor tie-knot (preferably with dlassic,
micro-floral patterns), and goes with small tie-knots and

toned, with a blazer, As the spread is not extremely wide, it
suits most face cuts, especially oval.




